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„l trusted Ark Tundra— 

Now I glow in the dark“ 

(a satisfied client) 



We help you to 
succeed with the right words 
in the right place — 

at the right time. 
People will only buy what you 
sell if they can read what you 
write; and when they do, your 
words are money in the bank. 

To make your good writing 
great—that’s our goal! 
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words well-chosen ore 
Money In the Bonk 



Cash flow is your company’s life blood, and sales are 
what make its heart beat. Sales, in turn, are driven both 
by what you sell and what you say— 
But more so by what you say you sell. 



As it is the customer who pays 
for your product, he is the one who 
decides its true value. 

This largely depends on how 
persuasive your marketing is. If it is 
strong, a positive valuation is likely. If 
it is not, well, . . . your product will be 
more exposed to the whims of the 
market and will have a rough ride 
ahead. 


To use an analogy: Just about 
all of us, when buying a certain stock, 
do so in the hope that it will appreciate. 
(Leaving aside dividends for the sake 
of simplicity) 

This hope is more often than not 
instilled by the company’s copy, which 



derives its power from the echo that its 
press release receives from the media. 
And the receiver of the media’s echo is 
the consumer—you and I. 

As you can see, it is one long 
domino effect that starts with some¬ 
thing as simple as Words—Words that 
are well-chosen, and that have the 
power to create a reality that has not 
yet come into being. A prospective 
reality that is so seductive that we put 
more hope in it than good sense would 
normally warrant. 

All of this may seem obvious, 
but there is a method to it. 

We assume that we act rationally in our 
choice of investments because of the 
quarter reports we read and the 
information we take in; but even if the 
numbers are accurate, they don’t 
matter nearly as much as the 
expectations we place on the stock, 
due to the words that convinced us of 
its value in the first place. 
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Words Well-Chosen are Money in the Bank 


We collaborate in the creation 
of what we expect—the words that are 
used to motivate our emotional invest¬ 
ment are our stimulus—a projection 
provided by the company’s copy. 


Technically one sustains the 
other, although not always in equal 
parts. Without these signposts we 
would essentially be buying mystery 
meat in the faith that we can sell it as 
synthetic cheese one day. 


There are numerous examples 
of companies whose stock keeps 
appreciating even though their 
earnings do not. This is proof of how 
words inspire hope, which, as a result, 
creates reality—the power is 
undeniable. 

We first and foremost buy the 
assumed benefit, not the product. The 
company behind this assumed benefit 
is secondary, as long as the primary 
value of the stock is reinforced by the 
words that convince us of the 
advantage it will give us. 


In addition to this creation of 
value, the right choice of words can 
actually reduce risk and increase 
reward. Because by taking control of 
how the benefit is perceived, you have 
added a metric that can be measured 
beyond sales figures and ratios. 
You are now able to monitor the 
conversion rates of your copy and the 
market’s reaction to it; and instead of 
altering the product itself, as the 
market changes, you simply adapt 
your marketing to alter the market’s 
perception of what you are selling it. 


- 

lueberries 

Success is spelled best when you are in the loop 

Blueberries is the name of our 
bimonthly newsletter. The 
bubbles scattered throughout 
the book, like this one, present 
excerpts from our regular 
mailings. 

Join us at: 

blueberries.arktundra.com 




As such, the copy has become 
an integral part of the product— 
an abstract vehicle, of sorts. 

To quickly adjust your 
approach in the complexity of today’s 
global market, you need to have a 
reliable partner holding your back at all 
times —contact us today for a free 
consultation! 


First They Buy The Concept, Then The Product 
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WHY DOB 

COMPANIES 


What makes one product reach stagg< 
sales while another one is not even noti 



lerin 

iced 


Never before has there been 
such an endless flow of new publicati¬ 
ons, innovations, products, and 
services, that keep coming out —only 
to fade into obscurity, and their 
startups with them. 

Why is that? The answer is as 
simple as it is baffling: 

People will only 
buy whot you sell 
if they can road 
what you write. 


Now, let’s think about this for a 
moment. It sounds too obvious, 
doesn’t it? 

If we, however, keep in mind 
that we often don’t see the forest for 
the trees, it makes perfect sense: 
Whatever it is that we do, however 
good what we offer is—we must use 
the right words to convey its value or 
no price in the world will sell it. 


With this in mind, no discount 
could move diamonds for a nickel, 
which would be passed over for a lack 
of words (pun intended.) 

Does this mean that quality is 
irrelevant? Far from it. What it means 
is that companies that make quality 
their main goal often do so at the 
expense of sales. And in many cases 
they don’t survive long enough to 
realize it. 

There is no lack of examples of 
companies that once delivered prime 
quality to the world, whose innovations 
set new standards for public life and 
industry—and who found themselves 
bankrupted before they even knew 
what happened. 

Or the countless writers, 
artists, and inventors, whose work 
would have triumphed in their own life¬ 
times, had they only made their value 
known in the right terms, instead of 
adhering to the false notion that quality 
can survive as a silent merit on its own. 

(In some cases it does, only we have 
never heard of it) 
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Why Do 4 Out Of 5 Companies Fail? 


value, worth, benefit- 

all of these terms 
have te be 
s.p.e.I.I.e.d.e.u.t 


Merits are never apparent on 
their own. They have to be 
communicated in such a way that they 
are perceived explicitly. 

We can have pictures of our 
products that are clear as day, outlined 
by words as sharp as razors, and still 
leave the buyer in the dark about what 
he is actually being sold. 

Is it value? Is it price? 
Or a benefit? Is he being sold 
something, or is he being asked to buy 
something? 

As such, if he doesn’t know 
what you sell, he won’t buy what you 
say. Nor will he buy what you don’t say 
you sell, as a matter of fact. 

We make sure that your 
customer knows exactly what he is 
being offered by you, and not your 
competition, and why it is a wise 
choice to only buy it from you! 


MB 


lueberries 


Success is spelled best when you are in the loop 


If your message is upside 
down, spell it backwards 
instead. 

Anything that makes your 
name stand out, people will 
recall —even if they'll never 
know that Ardnut Kra is not a 
rare chestnut species from 
the dewy hills of the 
Himalayas. 

Increase recall and 
recognition, and join our 
newsletter to learn more 
about how edible your brand 
really is: 

E5&.EB 



EAT BRANDS, NOT WORDS 


Contact us today for a free 
consultation on how to create merit 
that has the right volume at: 
info@arktundra.com 


„lf they don’t know what you soil, 
they won’t bay what yon say” 


„We must use the right words to convey value 
or no price in the world will sell it“ 
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Success is spelled best when you are in the loop 


Giving away an ebook for free 
is a great way to promote 
your brand. 

You can ask website visitors 
to subscribe to your mailing 
list in return for a copy, or you 
can offer it for free anywhere 
on the web. 

And by adding extra value to 
it you can keep people from 
deleting it after a glance or 
two. 

For example, if you include a 
glossary, a calendar, or 
other things that are useful 
beyond the main purpose of 
the book, people are likely to 
keep it around as a reference. 
And as they look up the 
glossary and tables in your 
book, your brand is recalled 
every time-not a bad way to 
position yourself! 


Show Me Your 
Copy Aid i’ll 
Show You Your 
vulue 


To stay on top in tomorrow’s 
market it is a good starting 
point to have a great product. 
But it is by no means essential, 
because what will really set it 
apart is the text that sells it. 

Wk. 


A product’s value is 
decided not so much 
by what it costs, but 
by the copy that it’s 
worth. 




For more ideas on how to 
save free ebooks from the 
trashcan, join us in our 
newsletter Blueberries at: 
blueberries.arktundra.com 


We take you by the hand and 
give you the right tools to break 
through the wall of noise of an 
ever louder world; not by the 

















People don’t really have shorter attention spans today than they 
did one hundred years ago. But they sure haven’t grown longer. 


You and I know that too well; 
how often have we not set out to read 
that novel or report, only to be 
distracted by everything else around 
us. With the flood of text that begs to 
be read and clips that demand to be 
seen, we are inside a pinball machine 
that sends our eyeballs from one end 
to the other and back again, all day 
long. It’s hard to know what you’re 
supposed to concentrate on when it is 
never obvious if something is either a 
focus point or a distraction. 

And that is where the solution 
to the problem lies—right there, hiding 
in plain sight: 


The battle over the attention span 
will be won by those who distract 
the customers more than what they 
focus on. 


That is the first but crucial step: 
getting your audience to look your way. 
The second one is to keep them from 
smashing their smartphones because 
you interrupted their favorite sports 
program. Or to send you mail bombs. 

We devise ways to cut through 
the clutter without getting death 
threats. 


Contact us today for more 
information on how! 





„We are inside a pinball machine that sends 
our eyeballs from one end to the other" 











he ark tundra Process: How it All works 


I We make sure that the process of serving your needs is as smooth as 
possible. All you have to do is to send us your manuscript, and we will take 
it from there. In the meantime you can go about your business as usual 
until we send you the first previews to approve. It couldn’t be easier! 


Stop One: The 

You can use the contact 
form on our website, 
where you have the option 
of mailing us a copy of 
your manuscript; or you 
can contact us directly by email, 
phone, or on social media. 

We will have to see your 
manuscript, or at least a sample of 
it prior to making any commit¬ 
ments. This is in order to give you 
an accurate estimate of how long it 
will take and what the cash outlay 
will be. 

You will receive a cover form that 
you can fill out as you inquire 
about a prospective project. 


First Consultation 

Once we have agreed on a deal, we 
will enter into a working contract 
together. 


To summarize the first part of the 
process: All you have to do is to 
provide us with is your manuscript, 
your ideas, a filled out cover form, 
and a signed working contract 
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The ARK TUNDRA Process 


0*f*P Two: File Delivery 



Your files can be deli¬ 
vered by email, uploaded 
to our FTP server, or sent 
in by regular mail. Please 
refer to the section on file 
formats on page 12. 



* 


Step Three: Payment 


< 


4 Once we have agreed on 
a price and have entered 
into a working relations¬ 
hip, we require a down 
payment for first-time 
clients. This can be done by 
bank transfer, PayPal, credit 
card, and many other 
payment processors. 

When the first half of the project 
is finished we will send you 
previews for you to 
approve. 



>51 



Step Four: completion 



As this is completed, you 
transfer the remaining 
funds to our account and 
we finish the project. 

Upon completion you will first 
receive a low-resolution sample 
of the entire book for you to 
approve, and as we receive a 


green light on your end, we 
prepare all the files and 
additional material for delivery. 

The whole package can be sent 
to you by email, via our FTP, or 
by express mail on a USB stick, 
or any other format 
of your choosing. 


„A process that is as smooth as possible" 


m 
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(m step Five: Delivery fer Yen! 



You will receive a complete 
delivery package containing 
files in MS word, EPS, PDF, 
mobi, epub—depending on 
the project and your specifications. 

If book jackets are included in the 
project, you will receive them as sepa¬ 
rate PDF files for print along with 
image files in different resolutions for 
easy use on the web —no need to edit 
or resize anything, all you have to do is 
upload them wherever you want! 


A summary of the delivery contents 


•Your finished product. (In the case 
of a book project: The book jacket 
and interior as PDF files, and any 
additional format of your choice.) 

•The Style Sheet with an Alpha List, 
Special Symbols, and so on. 

•Several images of the book in 
different resolutions, its interior, 
and a 3D mockup. 

•In the case of a complete 
marketing package: Marketing 
material such as PDF excerpts 
from the book and press releases, 
additional copywriting to accom¬ 
pany the publication, and 
various templates. 



Doctor’s Appointment: 
The Follow-Up 


We value your business. That’s why we want to form a lasting relationship 
with you. If you have any questions relating to a project, we will do our 
best to provide you with the right answers. Free of charge, of course! 
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Always In The Loop 




By sending you galleys after 
half of the project is finished, 
you can see for yourself how it 
is progressing. It is our aim to 
avoid ambiguities and to 
guarantee you a transparent 
process that leaves no 
questions open. 

You are always in the loop. 



WF 


confirmatioN Mails 

will be sent out when: 


working contract is signed, to 
indicate the starting point of the 
project. 

^^The down-payment has cleared 
and your manuscript has been 
received. 

O The first galleys are delivered to 
you. 

^^The second phase of the project 
begins as the second payment 
has cleared. 

^^The project is completed and 
is delivered to you. 



We work with most Microsoft formats, 
such as Word, Excel, Power Point, as 
well as EPS, QXP, PSP, and most types 
of image file formats. 


„You will always know exactly what is 
happening with your project" 
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A Note on 
Book Jackets 


positions it in the upper half of the 
marketplace. A well designed jacket 
compliments a great book like a dress 
a beautiful woman walking along a 
beach. 


„Never judge a book by its cover," they 
say. 


Our reply is that if 
you can’t judge a 
book by its cover, no 
one is going to buy it 
in the first place. 


Appearance makes or breaks a 
book, it’s that simple. There is no 
reason why you would want to have 
your hard work sabotaged by a bad 
cover. The value of your book will be 
enhanced by a professional design that 


We make sure that your book 
not only reads like a charm, but that it 
shines like a beacon of light in a dark 
sea of other books, all competing for 
people’s attention. Imagine your name 
displayed in big letters on a cover that 
screams a clear ‘Yes!’, and you have a 
success story in the making. 
A unique visual flair will set your work 
apart and make it impossible to ignore. 

In addition to book jackets, we 
design all types of brochures, business 
cards, logos, banners, and more. 

With well over two decades of 
experience in graphic design, we are 
happy to be able to meet all of your 
needs! 


Our Turnaround Times 

The turnaround times depend on a number of factors; 

to provide you with a basic idea, these are our estimates: 

• Proofreading of a 100-page manual: 2-3 days 

• Proofreading and Light Copy-editing of a 300-page non-fiction 
manuscript: 4-6 days 

• Proofreading and Medium Copy-editing of a 300-page 
non-fiction manuscript: 7-14 days 

• Copy-editing and Book Design of a 300-page non-fiction 
manuscript: 14-16 days 

• Book Jacket Design, without interior: 1-2 days 

• Complete Book Packaging of 300-page nonfiction book: 20-30 days 


arktundra.com 
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what we 


What We Love To Do For You! 




proofreading 

Your manuscript will be 
proofread word-by-word, and any 
mistakes and irregularities will be 
corrected or pointed out. 

The spell-check function of 
word processors only highlights 
misspelled words but not actual 
grammatical mistakes. 

For instance, they don’t take 
rules into consideration, nor do they 
point out usage issues such as 
breaches in style and tone, or the use 
of Greek/Latin words where Saxon 
language is preferred, such as in 
presentations. 

Homophones (words that 
sound the same but are spelled differ¬ 
ently) are not shown as mistakes 
either. Because of this, you can acci¬ 
dentally do something in Affect that 
was meant to be an Effect; you might 
Accept legal responsibility that you 
actually wanted to Except. 



You would be surprised how 
often we have saved a text from a 
greedy ape when a gorilla took the 
capital by storm, when what really 
happened was that a guerrilla took the 
capitol by storm. Both sentences do 
sound identical, but one can lead to 
declarations of war while the other is 
just plain bizarre. 


#^^Blueberries 

Success is spelled best when you are in the loop 


If you make people laugh, 
they will listen to you — 
voluntarily, even! 

Join us in our newsletter 
Blueberries to learn what 
humor not to use (we have 
ample experience in that 
regard.) 


Blueberries.arktundra.com 



A gorilla took the capital by storm 
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Ctpyeditiig 


Your text will both be proofread and edited. The levels of 
copyediting vary in ‘strength’, depending on how much 
work you would like to have done to your manuscript. 
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ilm What We Love To Do For You! 


Correlating 

Parts 

We check the contents page 
against chapters, numbering for foot¬ 
notes or endnotes, figures, and so on. 


Annotations 

You don't know where that one 
quotation came from? Or those 
statistics? Don't worry! We check 
every fact, statistic, letter, and number 
for you. 


Substagtial 

Editing 

This is a form of very heavy 
copy-editing, and involves the rewri¬ 
ting of entire passages in your text. 
It is generally known as ghostwriting. 


.a < L- f ■ 
hocking 

Are you uncertain about the 
factual consistency of your white 
paper? Is your doctor's thesis really on 
par with your university's require¬ 
ments? Fear not! While you lean back 
and take that well deserved break, we 
take care of your paper. And when you 
come back, all you have to do is to 
hand it in! 


„The reader will never put your 
publication down" 


glossaries 

No nonfiction work should be 
without a proper glossary. 

Not only does it add value to your 
publication beyond the text itself— 
it makes it a desk reference in disguise 
and adds an air of professionalism 
to it. Instead of having to google 
words, the reader will never put your 
publication down at all, because every 
query is already answered in the 
glossary. 

In addition to this, your publi¬ 
cation will never lose its value even if 
the main text becomes out of date. 
There are dozens of industry brochures 
that we still keep around even though 
the information is outdated, simply 
because the glossaries are invaluable. 

This is a great way to position 
your brand for recall and recognition. 
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After you have persuaded 
people to read your brochure, this will 
keep them from putting it in the trash. 
It will serve as a reliable reference, 
with your company logo flashing by 
every time they pick it up, imprinting 
it in the subconscious mind. 

indexing 

It has been said that indexing 
is a text within the text. It adds more 
value to a book than is apparent at 
first glance —at its most basic it aids 
in the organization and adds clarity to 
a book’s contents. 

We take that one step further 
and say that if it's not in the index— 
it does not exist. 

We make sure that the index 
is the coda of your masterpiece—the 
last sections that a reader sees, and 
the first thing he refers to when he is 
looking something up. A chain is only 
as good as its weakest link—don't let 
a missed keyword banish it from 
existence. 



[ #^Blueberries 

Success is spelled best when you are in the loop 


How many words for Good do 
you know? 

Great, wonderful, fantastic, 
incredible, splendid, fabulous, 
outstanding, awesome . . . 
The use of positive language 
in your copy is like sunshine 
on a rainy day. 

It makes people actually want 
to read what you write, and 
not just skim through the 
space between the lines; they 
will come around to sunbathe 
in the light of your words. 

By keeping the weather 
pleasant in your writing, you 
will attract readers with little 
effort —it is the best 
marketing there is. 

For more pointers on what 
type of sunscreen to rub on 
your participles, join us in our 
newsletter Blueberries at: 
blueberries.arktundra.com 
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What We Love To Do For You! 


Book Design 

Book Design entails the 
complete graphic layout of your finis¬ 
hed text in a file that is ready for print 
and distribution. It includes editing 
the copyright page and the table of 
contents, proofreading the glossary, 
typesetting the heads and subheads, 
numbering of the pages, designing 
the cover jacket, indexing, and 
everything in between. f 




/ll\\ IV 


Book 

Packaging 

This is the complete deal. 
From proofreading and copy-editing, 
to the final touch on the cover—every 
aspect of the book’s production will 
be taken care of. All you have to do is 
to provide us with your manuscript! 

This includes worldwide 
marketing and distribution, backed by 
a support system that will help 
you every step of the way. j| 


,If it's not in the index —it does not exist" 
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Marketin 
Materia 

Whether it's a blogpost 
describing your new product line, 
or a full sales campaign for your 
next IPO—our package ensures a 
smooth sail from start to finish. 
It includes the copywriting of 
original text to market your 
product, creation of online and 
print material, logo design, and 
^everything in between. 


TI 
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sales 
Scripts 

A great idea without an 
even better sales pitch is like 
castle without towers. From the 
famous 30-second (that's right, we 
measured it) elevator pitch, to the 
sales script your call center will 
use —we pen the words that will 
deliver your punchline. 

Whether it is intended as a 
voiceover for an instruction video, 
cold calling, or for your meeting 
with prospective investors—having 
the right words roll off your tongue 
at the right time will make all the 
difference in the world. 


arktundra.com 
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ln-House Traininj 

Materia 


Instructions that are easy to 
follow and leave no questions open 
can save lives. You will get a perfect 
balance between visual instructions 
and text that can’t be mistaken — 
more commonly known as 
infographics. They make the most 
complicated task easy to 


understand; from security 
measures, and operative manuals, 
to time tables, and register 
procedures — you name it, we do it. 

Contact us for a free consultation at 
arktundra.com 



The Alchemy ef copyediting 


We can work from snippets of 
ideas, to the roughest source 
materials imaginable. 

If you have 50 pages of raw 
sketches but want 300 pages for 
a complete book—no problem, 
we’ll take it from there! 


Contact us 
consultation at 


for 


free 


Q +44 (0) 186 55 22 572 
© info@arktundra.com 
O arktundra 

Q facebook.com/arktundra 


„We make sure that your book not only reads like a 
charm, but that it shines like a beacon of light" 
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An Ark Tundra case study: 

The Easv to Read Series 


Classic writing for the current year! 


The classics written by Poe, 
Lovecraft, and Bierce, are not nearly as 
timeless as everyone had hoped. 
Weighed down by a style of writing that 
is very much of its time, the great 
stories of yesteryear did not fare well 
as they moved into modern times — 
until now. 

We took it upon ourselves to 
completely revise, copy-edit, and 
update the choicest tales. They are 


now available for everyone to enjoy 
without stumbling over words and 
clauses—in fact, you can leave the 
dictionary on the shelf as you read 
these brand new versions! 

It is our premise that just as a 
medieval painter lets us see a picture 
without us taking note of the 
brushstrokes, we want to read a story 
without being distracted by its style. 
























An Ark Tundra Case Study 


Good fiction obtains its quality 
from a strong story, even if it is buried 
under the weight of empty adjectives. 
It can be reworded and rephrased, and 
still tell the same tale as before, but in 
a better way. 

That’s the epitome of good 
writing: The more you remove, the 
clearer it becomes, without losing the 
gist. 

Just as the foundation of litera¬ 
ture—mythology—has been able to live 
through countless generations and 
languages without losing its character, 
so too will the writings of modern 
masters pave their way through the 
ages—if they are allowed to shed the 
excess fat of style. 

The fairy-tales transcribed by 
the Brothers Grimm are a good exam¬ 
ple of stories that were once transmit¬ 
ted only by word-of-mouth. Their 
timeless quality stands in direct 
relation to the clear style they 
necessarily had to be recorded in. 
Cinderella’s lost shoe has felt more 
feet than a sidewalk, but still finds the 
right foot in the end. Every time. 

As the democratization of 
language is an integral part of Ark 
Tundra’s house-style, we toned down 
the flowery phrasing of the originals 
without sacrificing the authenticity. 


The former style very much 
confined the material to a type of 
expression that is hard to understand 
in this day and age. 

This over-embellished style 
has been a burden for hundreds of 
years, and has marred many classics 
to such an extent that some are in fact 
impossible to read. The over-decora¬ 
tion of sentences with hollow 
adjectives, adverbs, and nouns, barely 
leaves the fantastic stories discernible 
in a sea of black letters. One can tell 
the monster from the ghoul, but not the 
meaning from the word. 

That is a sad state indeed; 
many of the inventions, such Shelley’s 
Frankenstein’s Monster, have long 
since surpassed their literary origin as 
they moved into the realm of modern 
folklore. Frankenstein’s Monster was 
made popular not by the written word, 
but by the motion picture. 

Similarly, the quality inherent in 
Lovecraft’s writings is evident from the 
fact alone that more people know of 
his Cthulhu Mythos than have actually 
read his stories. 

It is time to change this cir¬ 
cumstance and let the words speak 
with a new clarity unheard before. A 
clarity that is now available to 
everyone. 


„lf people have to read it twice to understand what it 
means, it is not worded well" 
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An overview of the 
Ark Tundra 
House-Style 



If people have to read 
something twice to understand what it 
means, it is not written well. 

A text should be as clear and 
concise as to be grasped by anyone in 
the shortest amount of time. The basic 
premise of writing is communication, 
and if communication is to have any 
effect at all, it must be easy to 
comprehend. 

In the same way that a mine- 
worker chips away at a stony wall until 
he gets to the diamond, so we too 
removed many layers of rock until the 
brilliance shone through the texts. 

We simplified the language by 
shortening the sentences, and in some 
cases split them up into two 
independent parts. This makes them 
easier to comprehend because 
the parts are no longer 
scattered around as if someone 
had thrown a hand grenade in a 
dictionary. 

A pleasant style is one that is 
both easy to read and a joy to behold. 
And the more welcoming a reading 


experience is, the more positive the 
impression will be that a reader takes 
away from it. Which, in turn, means 
that the publication receives positive 
feedback and therefore increases its 
sales—a benevolent ripple effect. 

By judging the great reactions 
that this series received so far, it is 
more than evident that its objective 
was achieved. Many people had 
wanted to read Poe and Lovecraft for 
ages, but were put off by the antiqua¬ 
ted style of the old editions. 
Now, finally, they can enjoy them in 
a contemporary way! 


Annotations 

Many of the stories were 
carefully annotated. In order not to 
clutter the pages with footnotes, we 
decided to put them in the back 
instead, for easier access. 


Grammar 

The entire grammar was 
overhauled to conform to current 
standards. The way we treated 
redundancies was to focus on the 
essence of a sentence and then to 
discard what was not vital to its logic. 
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An Ark Tundra Case Study 


Only the most critical parts 
remained, leaving a short, sharp 
structure. These redundancies were 
most often caused by the excessive 
use of adjectives and adverbs; you will 
agree that it is much more pleasing to 
the eye when a sentence stays in one 
place at a time. 


Many words that once had a 
different meaning were replaced with 
their current equivalents. Similarly, the 
sequence of words —primarily in the 
case of Poe—was almost impossible to 
follow. We modified such sentences to 
keep the meaning intact, but spliced 
away the offending parts. 



All revision work was based on 
the original publications. 


Book Design 

In keeping with the flair of 
Gothic horror, the jackets were desig¬ 
ned with a vintage feeling in mind. 
We decided to keep the range of colors 
limited to two majors. The titles are 
deliberately large, as to still be legible 
as thumbnails on the web. 

We deliberately chose a bigger 
typeface and wider leading to 
accommodate all kinds of readers. 
On the one hand we wanted to avoid 
the ‘black page’ effect of older 
editions, and on the other we did not 
aim for a Swiss cheese style either, 
with excessive gaps. 

The result strikes a 
beautiful middle ground that suits most 
readers. 


„Many people had wanted to read Poe and Lovecraft, 
but were put off by the antiquated style —until now!" 
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Ambrose Bierce 
Bierce: Easy To Read 
118pp. 5x8 

978-91-88895-04-2 (Print) 
978-91-88895-05-9 (eBook) 
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Edgar Allan Poe 
Poe: Easy To Read 
118pp. 5x8 

978-91-88895-02-8 (Print) 
978-91-88895-03-5 (eBook) 


Make Classics 
Great Again! 

Do you have a favorite story you 

me 

Does it deserve a new chance? 
Are you planning to start a 
publishing company that 
specializes in new editions of old 
classics, but you are worried that 
the dusty language of the 
originals might not be well 
received by today’s audience? 

Don’t hesitate to contact us for a 
free consultation—we love 
classic literature just as much as 
you do and rejoice at 
such projects! I 
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„One important 
aspect of 
copy-editing is 
to prevent 
possible 
lawsuits by 
pointing out 
sensitive 
material in time.“ 


The Legal Shield of Publishing Law 


The legal Shield of 
Publishing Law 



If you are not sure if the quotes 
you used, or the tables in your appen¬ 
dix fall under the "fair use" doctrine — 
we will check the material in question 
before it is published. 

The following section presents 
a brief overview of the most common 
areas that can lead to legal issues in 
publishing. 

Privacy 

The personal lives of people 
who have nothing newsworthy about 
them are protected by law. This does 
not include public figures. If you write 
about a private person in any shape or 
form, you must obtain a signed release 
form from the subject of an interview, 


EXCERPT EXCERPT EXCERPT 


or any other identifiable person shown 
in, say, a photograph you are using. 

obscenity 

Any material that offends cur¬ 
rent cultural standards and has no 
redeeming quality. This is a tough one, 
because it varies greatly, depending on 
where you publish and what cultural 
background your readership has. 
For example, if your company is to 
embark on a campaign on a different 
continent, missing important cultural 
cues can cause serious problems. We 
take care of such issues before they 
occur and run that extra mile to make 
sure your brochure stays off the 
blacklist of subversive literature. 
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Libel 


Any publication of defamatory 
false statement about an identifiable 
living person. 

Criteria: The statement must be 
false, it must be presented as a fact, 
and it must cause the individual to 
suffer shame and humiliation, such as 
the loss of reputation; also, the person 
must be alive and identifiable. 

Copyright 

infringement 

In general, it is required to 
obtain written permissions to reprint 
copyrighted material. 
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lueberries 


Success is spelled best when you are in the loop 


Outsourcing your copywriting| 
is not only a smart move —it is 
economical as well. 

There are only so many hours 
in the day, and running a 
business takes most of them. 
Do you really need that extra 
work of being your own 
English teacher? 

Hiring a team of professionals 
to take care of your copy not 
only frees up your time, it 
makes you money in the time 
you saved to begin with! 

For more ideas on how to 
make more money in less time 
with only half the wordcount, 
join us in our newsletter at: 
blueberries.arktundra.com 


This includes quotations, 
artwork, tables, and so on. We can take 
care of this for you and obtain the 
required reproduction permissions 
thanks to our extensive network of 
contacts in the publishing industry. 



Additionally, we check 
copyright regulations worldwide, and 
double check your material for any 
content that could be mistaken for 
plagiarism. 
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You Not Only Save Time... 
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YOU Net Only save 
Tl» - you Moke 

Nteey Doing it! 


Heinz make ketchup, VW make 
cars, and we make time. 

By cutting in half the time it 
would take you to do something you 
would rather not, we give it back to you 
to do with as you please. 

Count the days, weeks, months, 
that will be spent on getting that text 
together—that’s a whole lot of time you 
get in return when you assign us to take 
care of it! 

Most people are not poor for the 
lack of money, but because they don’t 
have the time to earn it. 

Similarly, most writers don’t 
write enough not because they don’t 
have the ideas, but because they are too 
busy doing anything but writing. 

We aim to return the most 
valuable asset there is to its rightful 
owners—You; and the benefits that 
follow are the great bonus. 
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Success is spelled best when you are in the loop 


thej 

get 


What to write is rarely 
question, but how to 
people to read it, is. 

In the same way, it is not hard 
to think of what to sell —only 
how to get others to buy. 
These are the two sides of the 
same coin that business 
people have been flipping ever 
since the Pleistocene era. 

"I did this great cave painting 
32,000 years ago, but am still 
waiting for someone to buy it. 
Where is everybody?” 

To lift the mystery of where 
everybody went, and how to 
sell cave paintings, join us in 
our newsletter at: 
blueberries.arktundra.com 
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„People are not poor for the lack of money, but 
because they don’t have the time to earn it“ 

















Quote SUCCESS Like 


i urn 

Musk 


What sets Elon Musk apart from other 
people in his industry is his use of what 

we caii a ‘quotable metric' 


He not only chooses his copy 
well —he delivers it in such a way that 
gives it a proverbial quality. And who 
does not love proverbs? They are easy 
to remember, fun to quote, and the 
cheapest, most effective marketing 
there is. Whether you like electric cars, 
flamethrowers, or twitter wars —a 
good saying that goes along with it 
holds more value to us than what it 
actually sells. 

There is a reason why Musk is 
known as one of the greatest 
entrepreneurs of our time: 

It is the passion 
that he inspires in 
people more by 
what he says than 
by what he does. 


Having a brilliant mind is an 
asset in itself, but it has to be in tune 
with what people expect from it; it has 
to make itself known, and when it 
does, it must be known to offer value. 

And if this value goes beyond 
what it sells, then all the better. 
Whether you want to raise venture 
capital, boost your sales, or inspire 
your employees; if you speak the right 
words with a winning elegance, you 
will succeed. 

The first step is to get people 
to listen to you. This, in turn, is 
achieved by listening to what they want 
to hear before you say anything 
yourself. 

For that reason it does not 
come as surprise that Elon Musk 
manages to pull through every 
difficulty that comes his way—he has 
mastered the art of listening to what 
others want to hear. 
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Quote SUCCESS Like Elon Musk 


And so can you. 

Never before has it been so 
easy to succeed with the right words in 
the right place—at the right time. 

You can leave the listening to 
someone else and speak yourself—you 
tell us what you need, and you will have 
a finished speech back in half the time 
it would take you to write it yourself. 

The time you would have spent 
preparing your own copy is in direct 
proportion to money not earned, a 
business not run, a book not written — 
you were busy doing something better 
left to someone else. The smartest 
thing you can do in life is to delegate 
tasks at the right time. 

Similarly, if you are a writer, you 
could finish two books in the time you 
save by having us prepare the publi¬ 
shing material for you —and you will 
make twice as many sales —because 
not only will you publish more: 
What you publish will be superior in 
quality and will be conveyed with the 
right copy to sell it. 

All you will have to do is to offer 
your freshly minted book for sale and 
reap the fruits of your labor. 




Contact us for a free 
consulation at 


T info@arktundra.coml 



You not only get the highest 
quality, you get it at a fraction of the 
cost you would have lost if you had not 
delegated this task to professionals 
who love to help you. 


„Having a brilliant mind is an asset in itself, but it 
has to be in tune with what people expect from it“ 
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SI1F-PU BUSHING ^ 

Landmines in wonderland 


Mean Business 
writing! 

The arrival of online self- 
publishing took the world by storm. It 
tore down the wall between writer and 
reader, removed the intermediary, and 
did away with the bulky process of 
print and distribution. 

The mechanical aspects of 
book production are henceforth hand¬ 
led by specialized companies, and 
many writers outsell themselves 
without ever setting eyes on a hard 
copy of their own work. 
In addition to being self-reliant, most of 
the revenue now finally goes into the 
pocket of the work’s creator,— 
the writer—and not a publishing house, 
as before. This democratization, 
however, is overshadowed by the very 
thing what gives it freedom: 

A lack of quality control. 

Technically, there is no one 
better suited to edit your work than 
you, the creator. There can be no one 



else who will know exactly what your 
writing wants to convey, where it wants 
to go, and how it is going to get there. 

With this in mind, there are still 
good reasons why handing over the 
copy-editing to someone else is a 
smart move. One is that you often don’t 
see the forest for the trees, if you stand 
in the middle of it. 


“For most writers 
writing is a 
wonderful release, 
while editing is a 
horrible prison.” 


Having finished the hard work 
that writing a book entails, it is only 
natural that you are partial to it— 
it would be strange if that was not the 
case. That’s why an outside editor will 
find it easier to polish your writing, 
correct logical errors, and to point out 
mistakes. 
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Missed mistakes, in particular, 
are a very common problem. 
They easily turn into disappointed 
readers, who in turn write bad reviews, 
which result in decreased sales that 
mean less money earned. A few 
seemingly minor flaws can kick off a 
vicious cycle. 

Copy-editors and publishers 
follow specific standards, and have the 
detachment required to gauge a text’s 
style and legibility. They help the writer 
to round off the edges and to bring it to 
a state of completeness, which makes 
it outshine all those books that were 
never edited at all. 

The difference is more than striking, as 
if comparing a brilliant diamond with a 
piece of crude rock. 

As a result of the lack of 
editing, a great number of publications, 
blog posts, and articles are never 
allowed to live up to their full potential, 
and thus fade into obscurity. 

When it comes to hard-to-read 
writing, readers make for a strict jury. 
It is easier to lose a readership than to 
gain one, and with the abundance of 
material available today, all it takes is 
a number of jumbled paragraphs to 
send ones audience the other way. 


Self-Publishing 


„Time is the most valuable 
commodity there is, and the 
more you have of it, the 
sooner will you reach your 


goals." 



„While we are preparing your 
book for publication, you can 
continue writing and reaping 
the fruits of your labor." 


Would you not rather see your 
hard work get a chance to shine after 
you spent so many hours writing it? 
The laxity of a moment can become the 
death sentence of a lifetime. 

Don’t fall into the clutches of 
self-sabotage—contact us today for a 
free consultation on how to make good 
writing great! 


„You don’t have to make writing any harder than it is“ 
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Make Year 


LIFE 

Easier! 


You don’t have to make writing 
any harder than it is. In fact, hiring an 
editor will make it easier, because your 
sole concern will be the creative 
process. No longer will you have to 
consider dangling participles or 
subjunctives, or all the other things 
that do not directly involve what you do 
best: Writing. 

When you assign those tasks 
to someone else, you have more time 
to focus on your talent—and it will pay 
off tenfold. 

While other writers still fritter 
away months on end to make their 
work readable, you are already 
watching your new book climb the 
sales lists —all the while you are 
working on your next one. 


And before you know it, you 
will see your name in the top lists of 
online book vendors everywhere. 

Time is the most valuable 
commodity there is, and the more you 
have of it, the sooner will you reach 
your goals. We help you by relieving 
you of these time-consuming things, 
and while we are preparing your book 
for publication, you can continue 
writing, engaging with readers, and to 
reap the fruits of your labor. 

All you have to do is to send us 
your manuscript, lay out your ideas, 
and we will take it from there. 
No sketch is too rough, no draft too 
raw, that we cannot turn it into 
something great. 

Anything goes! 


Ark Tundra handles the entire 
process, from the rough manuscript 
to the print-ready book. Backed by 
the complete distribution and 
^^^^marketing packages that we 
|j||sE^^provide for you, your work 
guaranteed a 
proper release. 

^Hwe love to do that! 
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The World’s Shortest Guide To Writing 


world’s Shortest 
Guide To writing 


Getting ideas down to paper 
has never been an easy task, but 
luckily all it takes is to write one letter 
at a time. Then another one. 
And another one; until the words begin 
to flow on their own. That’s the most 
important part that is too often 
overlooked: In the same way that you 
warm up for a sprint, you need to warm 
up before writing. 

If you have trouble getting 
started, don’t worry—it is not writer’s 
block. There is no such thing, only 
people who don’t write. Begin by 
jotting down random ideas, words, and 
phrases, as they come to your mind. 
This helps you to loosen up and ease 
into the process. 

Keep doing this for as long as 
you like, enjoy it as a relaxing exercise, 
and eventually you will stumble on 
something that you can build upon. 
This can be a single word, a short 
sentence, or even just a line of letters. 

The important thing is to not 
become too concerned with the quality 


of the writing or its logic, but to focus 
on the flow of ideas and where they 
take you. This is a domain of complete 
freedom, where you can roam around 
as you please. Don’t worry, no one is 
getting hurt —no matter what you 
write. In due course you will strike 
gold, and that’s where great writing 
starts. 

Always keep a pen and paper 
handy, or have a notepad app installed 
in your phone, to record ideas as they 
come. You can also use a voice 
recorder to dictate random things 
when you are out jogging or going for 
groceries. 

No idea is too small not to be 
turned into a bigger one, so keep 
writing them down and put the notes in 
a folder for safekeeping; you can pull 
them out at any time and pick up 
where you left off. 

When you’re ready you simply 
submit your material to us and we will 
start the process of turning it into 
something great! 


_______ ~ 

„No idea is too small not to be turned into a bigger one" m 
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Primer 


You’re not only classy, you have style! 


A style sheet establishes and 
enforces a style to improve 
communication. 

It is more pleasing to the eye to 
read a text that has an even design and 
does not look inconsistent. 

For example, the use of different types 
of hyphenation, punctuation, or capita¬ 
lization, can easily confuse a reader 
and jeopardize the meaning of 
sentences. 


This equally applies to 
business plans that are meant to 
convince potential investors: You want 
them to understand the meaning of 
your writing without slipping on 
sentences that look like word salad. 

By adhering to a style guide, 
you ensure clarity and ease of reading. 
From brochures to web copy, over to 
major marketing material —do it with 
style, and half the battle is already 
won. 


A number of the most commonly used style guides 
in the English-speaking world are the following: 


American Medical Association 
Associated Press Stylebook 
The Chicago Manual of Style 
Council of Science Editors 
Modern Language Association Style 


amamanualofstyle.com 

apstylebook.com 

chicagomanualofstyle.org 

councilscienceeditors.org 

mla.org/MLA-Style 
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A Short Primer on 
Publishing Media 


[print- 


Thanks to the advances in 
technology, you no longer have to store 
large quantities of your print- 
publication in the cellar. 

An online distributor simply 
keeps your digital print files in his sys¬ 
tem, and when a customer places an 
order a book is printed on demand and 
delivered. It’s that simple. 

The quality can vary from 
vendor to vendor, but has improved 
considerably over the past decade and 
is almost on par with offset printing by 
now—minus the upfront cost! 

Files for print are most often 


An ebook is a generic term for 
an electronic book, regardless of its file 
format. 

One common format is PDF, 
which can be read on most devices, 
but is limited in its capacity to handle 
interactive material. 

Another one is Epub, which has 
better interactive capabilities 
compared to PDF, but can take longer 
to be prepared. 

Kindle is the format used by Amazon, 
which can be read on their Kindle Fire 
Reader as well as on other devices. 

We primarily work with the 


delivered as adobe PDF files, which we fo „ owing formats: PDR Epub> Mobi and 

provide for you in the highest quality. ■ „ ... 

Kindle. If you are looking to have a 

project delivered in a different format, 

please contact us! || 
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Alpha List 

An alphabetical list of 
words in a style sheet. 

Appendix 

Additional information at 
the end of a book. 

Back Matter 

Back part of a book or 
publication. May include 
the appendix, list of ab¬ 
breviations, notes, 

glossary, bibliography, 
and an index. 

Bluelines 

Proofs of the final book 
that are printed, folded, 
and bound. 

Callout 

Sentences that are 
taken from an article, 
enlarged, and put 
prominently on the page. 

CIP 

Abbreviation for 

Cataloging In Publication. 

CMYK 

Abbreviation for Cyan, 
Magenta, Yellow, and 
Key color (Black); colors 
used in four-color 
process printing. 

Copy-editing 

The act of editing a text, 
correcting errors, and 
checking consistency. 

Copywriting 

The act of writing text 
for the purpose of 
marketing. 

Deadwood 

Superfluous words or 
clauses that clutter a 
text. 
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Endnotes 

Explanatory notes 

placed in the back of a 
book. 

Fair use 

A doctrine in US law 
that permits limited use 
of copyrighted material 
without having to first 
acquire permission from 
the copyright holder. 

F&Gs 

Set of galleys (Folded & 
Gathered). 

Filler 

Short editorial used to 
fill in blank space. 

Folio 

Page number. 

Footer 

Page footer. The section 
located under the main 
text, the space for the 
page number. 

Footnotes 

Explanatory notes that 
are placed on the page 
where the passage they 
refer to occurs. 

Foul Manuscript Proof pages that are no 
longer used. 

Frontispiece 

An elaborately designed 
half-page. 

Front Matter 

Also called 'prelimina¬ 
ries', or 'prelims'. 

Denotes the front part of 
the book. May include 
marketing ads, synop¬ 
sis, title, half-title 

pages, copyright page, 
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Headline 
House Style 

ibid., ibidem 
Indentation 

Index 

ISBN 


ISSN 


Leading 


Margins 



Glossary 


table of contents, pre¬ 
face, introduction, ack¬ 
nowledgment pages. 


Print-ready 


Galleys 
Gutter Margin 


A set of page proofs. Proofreading 


An additional margin 
added to a page to 
compensate for the 
part of the paper made 
unusable by the 
binding process. 

A running head. 

A Style Sheet unique to 
a publishing company, 
magazine, website. 

‘in the same place’ 

Beginning of a line 
further from the margin 
than the rest of the text. 

An alphabetical listing 
of specific topics and 
keywords. 

Abbreviation for Inter¬ 
national Standard Book 
Number, a number 
used to identify books 
worldwide. 


Abbreviation for Inter¬ 
national Standard Seri¬ 
als Number, the equi¬ 
valent of an ISBN in 
magazine publishing. 

The blank space 
between lines on a 
page. 

The white space that 
surrounds the content 
of a page. 


Electronic files that 
have been approved for 
printing. 

A proofing of a manu¬ 
script, focused on 
cleaning up any errors 
before it is typeset. 


Repo Permission Permission that is 
needed to reprint copy¬ 
righted material. Up to 
approx. 250 words can 
normally be used under 
"Fair Use". 

Roman The standard unformat¬ 

ted typeface, or ‘font,’ 
which is either serif or 
sans serif. 

Serif A font such as Times 

New Roman that has 
lines that cross the 
ends of the strokes. 

Slugging Industry jargon for 

proofreading and 
revising . 

Style Sheet A guide that describes 

a publication’s style 
elements, which is 
created by the 
copy-editor. 

Table of Contents A list of the contents 
in a book, or 
publication. 
Mainly present in 
nonfiction books. 


„No work should be without a proper glossary" 
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RESOURCES 



Style Sheets and Usage Guides 


• American Medical Association 

• American Psychological 
Association Style Guide 

• Associated Press Stylebook 

• The Chicago Manual of Style 

• Council of Science Editors 

• Modern Language Association Style 


amamanualofstyle.com 

apastyle.org 

apstylebook.com 

chicagomanualofstyle.org 

councilscienceeditors.org 

mla.org/MLA-Style 


Publishing Industry Resources 


• Book Industry Study Group 

• Copyright Information Center (US) 

• Independent Book Publishers Association 

• Intellectual Property Office (UK) 

• The International ISBN agency 

• Independent Publishers Guild 

• ONIX - EDItEUR 


bisg.org 

copyright.cornell.edu 

ibpa-online.org 

ipo.gov.uk 

isbn-international.org 

ipg.uk.com 

editeur.org/8/ONIX 
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